Introduction
A trade show can be considered as a business event that generates a concentration of supply and demand in a specifi c place and on a regular basis, where participants (both exhibitors and visitors) can exchange opinions, receive information, and negotiate. Specifi cally, in the case of leisure trade shows the main purpose is to stimulate the rising leisure market and meet the needs of an increasingly demanding society that calls for new forms of entertainment.
Within the area of marketing, trade shows are treated as marketing tools that the company can use to achieve its sales objectives. Its purposes can be grouped into two categories [34] : sales and communication.
Over the last decade, trade shows have positioned themselves in the business market as one of the most profi table methods for promotion and as an important element within the distribution process, as one of the marketing tools that are best adapted to typically small and midsize Spanish companies. They have also been considered the best way to enhance a company's profi le and its new products and detect new trends emerging in the marketplace. All in all, trade shows are a key element in the sales process [8] . In the specifi c case of the Spanish economy, the trade show industry received over 13.5 million visitors in 2009 [1] . The trade shows that were held during that year occupied over 3.5 million square meters and the total number of direct exhibitors was 58,281. The industry has experienced considerable growth over the past ten years, with the number of trade shows rising from 240 in 1995 to 474 in 2009, a 95% increase.
Trade shows have received much attention within scientifi c research [16] , [43] . However, there have been relatively few empirical studies guiding companies as to the strategies and tactics they ought to pursue at these events in order to improve the exhibitor's performance.
In addition, almost all of the existing research about trade shows has focused on events in which exhibitors aimed their products at other specialized businesses, leaving nonprofessional visitors practically out of the loop. Over the course of history, trade shows have shifted from an emphasis on sales and the general public to an increasingly specialized professional focus. However, the general public continues to show an interest in attending these events in order to gather information and have a chance to see and try out new products which, in some cases, are diffi cult to fi nd outside a trade show context.
Even less is the interest found in the literature for those trade shows addressed to the general public and which have a specifi c goal in showing and/or selling leisure products and services. In fact, the few existing references can be traced to the fi eld of travel and tourism, where it seems that consumer travel show attendance may in turn be closely linked with the individual leisure desires of the visitor. Actually two clusters are suggested: 1) shopper cluster whose major motivation is purchasing, and 2) "total visitors" whose motivation is to undertake an ongoing information search and attend seminars to maintain their awareness of new trends with the tourism industry [44] .
Furthermore, many trade shows are aimed at becoming leisure and cultural events in themselves and where visitors can spend some time and be entertained. Given the increasingly hedonistic profi le of today's consumers, if a trade show venue implements a strategy aimed at providing an attractive setting for nonprofessional visitor consumption, it is bound to be successful.
The above considerations have lead the present research. The fi eld work was conducted in EXPO-OCIO, which, at the time, was the most visited trade show in Spain and
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Ainhoa Rodríguez, María Dolores Reina, Ramón Rufín the foremost leisure trade show in Europe. Its main purpose is to stimulate the rising leisure market and meet the needs of an increasingly demanding society that calls for new forms of entertainment. The exhibited products and services at the trade show pertains mostly to the following categories: sports, travel and tourism, playing games, arts, media, gastronomy, and motor vehicles.
Conceptual Framework
Achieving and maintaining customer loyalty has become one of the main strategic goals for companies, and has been accepted as a critical factor for success in all kinds of organizations [23] , [25] , that requires awareness of the processes in which relational exchanges infl uence loyalty [49] .
Stable, lasting relationships with customers enable service companies to reduce the adverse consequences of negative encounters that are inevitable due to the intangible, individual nature of services. In addition, reparation is a positive alternative, involving compensation given to a customer to make up for a failure in the service provided [18] .
An overview of the existing literature about the determinants of relationship performance reveals several conceptual models that could explain a signifi cant part of relationship success, relationship benefi ts, and relationship quality. Although relationship quality is associated with the nature of the relationship (pure relationshipmarketing components), whereas relationship benefi ts are associated with receiving utilitarianoriented benefi ts (transactional-marketing components), both concepts regard satisfying individuals' needs as a critical element for successful relationships [23] .
Although the quality of the relationships between organizations and between organizations and their customers have been analyzed independently, it is important to use one single model to integrate the effects of both types of relationship quality -between different organizations and between organizations and their customers -on the performance obtained from participating fi rms [27] , [22] , [17] , [48] .
Complaint management refers to the strategies used by businesses to correct and learn from the mistakes they make in providing their services, in order to rebuild their customers' trust in the company. Customers judge how their complaints are handled according to the results they perceive for the process, the processes employed, and the interpersonal contact they have throughout the entire complaint management process. Addressing whatever mistakes or failures have occurred in service delivery is crucial for preserving relationship vitality. Most customers are not satisfi ed with the ways in which organizations handle their complaints, and therefore perceived justice in service recovery is also relevant [46] , [30] . In turn, satisfaction is considered the main measure of purchase behavior, merging pre-purchase beliefs about the product with the post-purchase cognitive structure, communication with the consumer, and re-purchase behavior.
Effective complaint management strategies have a critical impact on the number of retained customers, market share, and repurchase likelihood, reducing the negative word-of-mouth effect and increasing performance. Service failure can threaten a customer's loyalty to the company. A reconversion process can help to transform service failures into positive actions that generate increasingly positive customer attitudes towards the fi rm [33] , [39] .
Posited Hypotheses and Analysis Model
In this paper we analyze the quality of the relationship between the leisure trade show venue and the exhibitor as well as between the exhibitor and its fi nal customers as a single construct in each one of these cases, examining the effect that the quality of the relationship between the leisure trade show venue and the exhibitor has on the quality of the relationship between the exhibitor and its fi nal customers, as well as the effect that the quality of both these relationships has on the performance obtained by the exhibitor of leisure products and services from the trade show. The variables in our analysis are grouped as shown in Table 1 . Given that, in accordance with the conceptual framework set forth above, pure relationship-marketing components are heavily mixed up with transactional-marketing components, the variables that intervene in the study must fi rstly be analyzed using measurement scales formed of items from both categories. The statistical analyses that lead to the fi nal model will indicate to which extent the pure relationship-marketing and transactional- Source: own
Tab. 1: Initial analysis variable
marketing components continue to be mixed, or whether some should be discarded. The operational defi nition of the complaint management variable is based on the twodimensional model after Stauss [51] . The fi rst dimension has to do with how satisfactory the "attention" obtained during the complaint management procedure is. The second dimension is the "effi ciency" observed in handling the complaint in terms of satisfaction with the time that elapses until the problem is solved. The measurement scales of the two dimensions are further explained later. Moreover, there is some controversy regarding the dimensions that comprise relational quality [40] . According to diverse authors [41] , [36] , [38] , this variable is formed of three dimensions: satisfaction, trust, and commitment. Other authors add further dimensions to the ones already mentioned or consider that others are more appropriate [28] , [58] , [57] , [42] . Others again consider that relational quality can be considered a construct of major importance [10] , [18] , which is the defi nition adopted here for both Business-to-business (B2B) and Business-to-customer (B2C) relationships, but including in the measurement scale items from the three dimensions mentioned above, i.e. satisfaction, trust, and commitment.
This enables us to posit the following hypotheses: Accordingly with the variables and the previous hypotheses we posit the following model subject to contrasting represented in Figure 1 .
Methodology

Sample Data
The study population includes the 333 businesses that exhibited at the EXPO-OCIO leisure trade show in Madrid in 2009. According to the information provided by the organizing committee, the trade show was attended by over 500,000 visitors -in other words, potential customers for the exhibitors.
The procedure for collecting information was a questionnaire. It has been the method of choice in several research studies about the trade show industry [6] , [7] , [35] , [50] , [32] .
The fi eld work was carried out in three stages: the fi rst took place during the leisure trade show by handing out a questionnaire to the sales manager for each exhibitor, along
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Source: own with a prepaid envelope so the survey could be returned by post. The purpose of the survey was explained to each one of the managers. The second stage took place one month after the trade show closed, and involved sending out the questionnaires by post with a letter of introduction and a prepaid envelope. Last of all, the third stage involved two other similar mailings; one two months after the trade show had closed and another one in mid-September, to avoid non-responses over the summer holiday period. Once the fi eld work was completed, a total of 198 questionnaires had been collected, 181 of which were valid, with a 5.03% sampling error for the least favorable case and a 95.5% confi dence level.
The formula used for calculating the sampling error (SE) with a 95.5% confi dence level was as follows: (1) The measurement scales for the variables were drawn from bibliographical reviews about the subject, with certain adaptations to the trade show context [21], [23] , [10] , [58] , [18] , [26] , [14] .
Most of the survey respondents that were businesses exhibiting at EXPO-OCIO were between 10 and 19 years old (almost 30%), although there were companies of all ages (1 to 4, 5 to 9, and 20 to 49-year-old businesses were more or less equally represented, with about 20% from each of these groups). More than half the businesses in the sample (52%) had 6 to 50 employees. If we also consider that almost 20% of the businesses had 5 employees or less, we can safely say that about 70% of the companies attending EXPO-OCIO were SMEs. It is important to note that almost 30% of the sample had an annual turnover of 100 million euros or more, although one must also take into account that turnover for 43% of the businesses was under 7 million euros.
We should describe some of the characteristics of the sample that are specifi cally related to this study: according to the data we collected, the survey respondents' main goal for bringing their companies to EXPO-OCIO was to make new contacts with potential buyers, as stated by 69.1% of the surveyed businesses, although they also considered it essential to promote the company's image and improve its reputation (58%). We should also highlight other important goals for exhibitors, such as receiving orders and generating sales (49.7%), providing information about the leisure products and their uses (48.1%), having access to customers who would otherwise be diffi cult to reach (47.5%) and introduce new leisure products and/or developments (45.3%). Clearly, since this is a leisure trade show primarily aimed at fi nal consumers and specialized retailers, sales objectives are more relevant than they would be in other kinds of trade shows, such as industrial shows where exhibitors tend to be more focused on non-sales objectives.
On the other hand, the main reason for businesses in the survey deciding not to attend as exhibitors was the high cost involved in doing so (59.7%). This is because most of the businesses in the sample were SMEs and therefore had fewer resources for drawing the public over to their stands than larger companies, and because they were not as well equipped for turning those new contacts into customers. Among the surveyed businesses, 52.5% mentioned another relevant reason for not attending, namely that the trade show organization did not do its job properly. The least quoted reason for not attending was the company's lack of qualifi ed staff (2.2%), a fact that may seem surprising given the importance that some researchers have attributed to this factor [55] .
Statistical Techniques
The analysis of the constructs' behavior in the model has been carried on by means of Structural Equations Modeling (SEM), this being a technique that allows the analysis of relationships among constructs that belong to complex theoretical structures [37] , [13] . There are two procedures in estimating the SEM parameters. One of them is based on covariance analysis, and it is developed with the aid of LISREL, EQS or AMOS software, for instance. The other procedure is based on variance or component analysis, and it is implemented by means of Partial Least Squares (PLS) technique [20] . The main difference between PLS and other SEM techniques is found in the goals that are respectively addressed. According to [29] , the approach that is based on covariance analysis is better suited for those situations in which an existent theory is well consolidated and the focus of the research is rather on the model. On the other hand PLS should be applied in those research domains in which the theory is in a previous stage of development, this being the case of the research presented in this article. In addition, the PLS technique allows for the using of small samples [3] , it doesn't presuppose either a defi nite statistical model or a specifi c measurement scale, and it doesn't n need data sources with standard or previously known statistical distributions [11] . In the present research the PLS technique was implemented by means of the SmartPLS 2.0 software.
In order to determine whether any hypothesis or item had to be removed before performing the analysis, we analyzed the correlations for each hypothesis (Tab. 2).
In H 1 the associated correlations show that the business-to-business relationship is not related to a company's concern with maintaining strong long-term relationships with its customers, nor with the customers' role in designing a company's products/services, nor with the customers' awareness of the company's products and services. Therefore, these variables are removed for analyzing this hypothesis.
The analysis of the correlations for H 2 indicates the need to remove the dimension of the performance variable relating to a greater awareness of the company's activities, given that it is not related to the relationship between exhibitor and consumer.
The variables that were removed in H 3 show that the relationship between exhibitor and trade show organizers is not related to the company's performance at the trade show as an effective tool to achieve customer loyalty or to attract new consumers.
Once the correlations for H 4 were analyzed and shown in Table 2 , it became apparent that complaint management did not have an effect on either the decision on the part of exhibiting companies to attend the show even facing possible price rises, nor their evaluation regarding whether it was worth attending, considering the cost-benefi t ratio obtained.
The variables were analyzed as single constructs. Therefore, bearing in mind the composite reliability index for each case, none of the hypotheses had to be removed. 
Tab. 2: Correlations for hypotheses
Two stages appear in the PLS analysis [3] : the fi rst involves examining the validity and reliability of the measurement tool and the second is an evaluation of the structural model.
Evaluation of the measurement model: The individual reliability of each item, the reliability of the construct, its convergent validity, and its discriminant validity must be analyzed (see Tab. 3).
By analyzing the reliability of the items we analyze the loadings () for each indicator in relation to its latent variable. For an indicator to be accepted as part of a construct its loading must be equal to or greater than 0.707. The following items were removed because they were lower than 0.707: B2C3, B2C6, B2C7, B2C9, PERF4, PERF7. 
Initial analysis variables
Tab. 3: Evaluation of the measurement model
The reliability of a construct is used to check the internal consistency of all the indicators by measuring the concept; in other words, it determines how consistently the specifi ed variables measure the same latent variable. It can be measured with the composite reliability index. It is generally accepted that a minimum value of 0.7 suffi ces for early stages of research. The latent constructs are reliable because they all show measures of internal consistency above 0.7.
Convergent validity was established by analyzing the Average Variance Extracted (AVE), having acknowledged that the AVE values must be higher than 0.5, which means that over 50% of the construct's variance is due to its indicator. In the case of this paper, the average variances extracted from the B2C and PERF constructs were below the minimum value, and therefore the convergent validity of the related constructs in the structural model could not be accepted.
The degree to which a construct differs from the other constructs in a model is determined by the discriminant validity test. To establish discriminant validity, the AVE value must be higher than the variance shared by the construct and the other represented constructs. To simplify the comparison, each element along the main diagonal (square root of AVE) must be higher than the remaining elements in its row and the corresponding column-correlations 
Tab. 4: Evaluation of the measurement modifi ed model
between constructs [3] . In the posited model, the constructs met the specifi ed condition. Therefore, discriminant validity could be accepted (Table 3) . In summary, when we evaluated the measurement model, we removed the B2C3, B2C7, B2C6, and B2C9 indicators from the construct for the business-to-customer relationship (loading < 0.70); the PERF4 and PERF7 indicators were removed from the resulting construct (loading < 0.70); there were no reliability problems; in terms of convergent validity, the AVE was insuffi cient for the B2C and PERF constructs (AVE < 0.50), and therefore we had to wait and see what happened when we reestimated the model after removing the items; there were no discriminant validity problems.
Initially, we made no decision about evaluating the structural model until we had evaluated the model resulting after the measurement model had been modifi ed. Therefore, we modifi ed the measurement model by removing the indicators with the lowest loading and then repeated the estimation, as shown in Table 4 .
Once the items were reliable, we could safely state that all the indicators were accepted as parts of their respective constructs. The latent constructs were reliable because they all showed a Composite Reliability Index above 0.7.Convergent validity of the constructs included in the structural model was accepted, because in the AVE analysis it was well above the minimum value of 0.5 for all cases. In addition, the model had discriminant validity because the AVE value was higher than the variance that was shared by the construct and the other represented constructs.
Evaluation of the structural model: Once the validity and reliability of the measurement tool had been proven, we had to determine whether the structural model supported the proposed research model; in order to do so, we had to consider the standardized path coeffi cients (β) and the explained variance for the endogenous variables (R 2 ). The path coeffi cients or standardized regression weights (β) provide information as to the extent to which the predictive variables contribute to the explained variance of the endogenous variables. The desirable values for each path or relationship ought to be above 0.3, where the lower limit is considered to be 0.2. This condition has to be met together with the signifi cance level (signifi cance levels n: p < 0.05 t (0.05; 499) = 1.64791345). To check the signifi cance of the β coeffi cients we used the non-parametric bootstrap method, used to estimate the stability of the PLS estimates; thus, a resampling procedure was used to generate 500 sub-samples and obtain t statistics. All the factor loadings turned out to be signifi cant, with a p < 0.05 signifi cance level. These levels indicate the signifi cance of the structural paths, determining whether the posited hypotheses are accepted or rejected.
As far as these requirements were concerned, all the hypotheses were accepted except for the one (H 2 ) that related the businessto-customer relationship quality to achieved business performance, which gave a β value of 0.1064 (2.7495). The rest of the β values were as following: β=0.2932 (7.0787) for H 1 ; β=0.5394 (17.2118) for H 3 ; β=0.5637 (17.8683) for H 4 . The resulting model can be seen in Figure 2 .
The explained variance of the endogenous variables (R 2 ) indicates the amount of variance in the construct that is explained by the model: R 2 must be greater than or equal to 0.1. In this study, two of the three latent variables had an acceptable explained variance: the businessto-business relationship was explained in 32% and performance in 34%. However, the predictive power of the business-to-customer relationship variable was only 9%, below the minimum required value.
Finally, the predictive relevance of the dependent variables in the model were obtained using the Stone-Geissner Q-Square test calculated with a blindfolding procedure. This procedure consists of omitting certain data when one estimates a latent variable based on other independent variables; one then attempts to estimate the data using the previously estimated parameters. The process is repeated until each data item has been omitted and estimated. A Q 2 value higher than 0 means that the model has predictive relevance. The test gives a positive value for all the latent variables, which makes it possible to confi rm the model's adequate predictive quality.
Conclusions
Adopting a good complaint management system appears to have an effect on the development of a relationship strategy between general trade show organizers and exhibitors [21] . This fi rst objective was addressed in the Marketing & obchod specifi c case of leisure products and services by examining the opportunity that leisure trade shows offer businesses for establishing individual relationships with their customers, listening to their specifi c needs and managing their relationships with their customers from a relationship approach [9] . Therefore, leisure trade shows could be viewed as an arena where relationship quality is the key, since that is where customer complaint management takes place alongside relationship marketing between organizations. This postulate was confi rmed in our case.
We also analyzed the effect that the quality of the relationship between the leisure trade fair venue and the exhibitors had on the quality of the relationship between the exhibitors and their customers. The posited model we analyzed enabled us to confi rm that the quality of the relationship between the leisure trade show venue and the exhibitor infl uences the way in which the exhibitor develops its relationship with its customers. In other words, in addition to the positive effect noted by several authors [15] , [28] , in the case of leisure trade shows the quality of the relationship between organizations affects the way in which exhibitors approach their relationships with their customers -as it had been suggested earlier [22] for other types of trade events-, even if the quality of the business-to-customer relationship does not have a direct infl uence on the exhibitor's business performance at the leisure trade show.
Our observations about the interrelations between the quality of the relationships that the different actors have with one another and the fi nal performance achieved by exhibitors at the leisure trade show deserve an additional comment given its implications for marketing management theory and practice in the specifi c fi eld that is considered here. The quality of the relationship between the trade show venue and the exhibitor has a relevant impact on the performance the exhibitor achieves at the trade show, probably due to its enabling optimal development of prior efforts and planning whose general relevance has already been suggested in the marketing literature [55] , [34] .
On the other hand, the relatively low impact of business-to-customer relationship quality on fi nal business performance at the trade show is probably due to the fact that exhibitors of leisure products and services foster this relationship quality in all their marketing activities throughout the business year, among which the leisure trade show presence is just one specifi c effort in a limited time frame. No other result could have come from this relationship because the trade show has a limited role within the overall efforts considered by the development of a company's business-to-customer relationship. In fact, the predictive power of performance by businessto-customer relationship quality does not reach the minimum required level.
These results may be due to the fact that all the variables used to measure relationship quality among organizations refer to efforts carried out during the leisure trade show, whereas the efforts that contribute to businessto-consumer relationship quality are carried out throughout the entire year. Ultimately, the variables that contribute to the quality of the exhibitor-customer relationship are not specifi cally determined at the trade show, but rather are a part of the company's ongoing marketing activities. Therefore, the quality of the relationship between the leisure trade show venue and the exhibitor appears to act as a catalyst for the latter to act upon the quality of its relationship with the fi nal customer of leisure products and services, not only during the trade show. However, the greater the exhibitor's satisfaction, the better the specifi c performance at the trade show. This positive effect of the quality of the relationship between organizations on the exhibitor's business performance adds to the benefi ts which, as marketing tools that facilitate direct contact between both parties, had also been pointed out in the case of other sector's trade shows [8] .Complaint management strategies at the show have thus a rather cumulative effect that strongly contributes to the overall return of the exhibitor's marketing investments.
Summarizing the implications of the research, it should be noted that appropriate management of exhibitors' complaints by the leisure trade show organizers has a positive effect on the relationship between both parties; therefore, in terms of the trade show's image and prestige, the organizers must devote time and effort to handling exhibitors' complaints appropriately and effectively. This amounts to no more than applying the common knowledge in the fi eld of relationship marketing among organizations, and consequently it should be an integral part of the marketing strategies that are carried over by the trade show organizer. But the leisure trade show organizers must also pursue an adequate relationship quality with exhibiting businesses, because this will in turn infl uence the exhibitors' relationship with their customers and, therefore, the greater or lesser effectiveness (performance) of the trade show as a marketing tool for companies that try to promote leisure products and services. This later one is an unexpected result in our research since is far from obvious than relationship marketing strategies pertaining to the organizational domain could have a role on the relationship marketing effectiveness that belong exclusively to the interrelations of a fi rm with its end customers. All these observed facts and consequences seem to call for an integrated view of both relationship and transactional marketing on the one hand, and an integrated view of the strategies of all the parties involved (in our case the show organizer and the exhibitor) on the other-an integrated view that is relevant for both the theoretical and the practitioner marketing fi eld.
Finally, we would like to point out that our study focused on the results obtained during one specifi c year. It may be interesting to perform the same research over the course of several periods to be able to follow the development of the different variables we examined longitudinally. It would also be interesting to carry this research over to the area of international leisure events, and thus be able to compare the behavior of the different leisure trade shows.
